term capturing all forms of advertisingwhether explicit (e.g., banner advertising and commercial videos) or implicit (e.g., fan pages or firm-related "tweets")-that are delivered through SNSs. As such, the attitudinal scale used in this study integrated multiple forms of SNA into a single measurement.
Because the current study concerns generalized attitudes toward the concept of commercial content in SNSs-rather than specific attitudes toward types of ads-it was not deemed necessary to differentiate between them. And, as it turns out, the generalized attitudes toward SNA are consistent across the various types of commercial content delivered through SNSs. The New York Times, however, "When it doesn't work, it's not only creepy but offputting" (Stone, 2010) , as consumers often wonder how the advertiser learned things about them. Indeed, a survey by media firm Dynamic Logic concluded that some 13 percent of consumers who said they had abandoned an SNS did so because of concerns about privacy (AdReaction, 2010) .
THEoRETICaL FoUNDaTIoN
Researchers have argued that to understand how Internet users respond to advertising, it is necessary to understand their motivations for going online (Rodgers and Thorson, 2000) . Similarly, any study of SNS users' attitudes toward advertising must take into account their motivations for engaging in social networking.
According to extant studies of Internet users (e.g., Stafford, 2008; Stafford and Stafford, 2000; Stafford, Stafford and Schkade, 2004) , motives for going online include structural factors (i.e., killing or filling time), content factors (i.e., information or entertainment value), and socialization factors (i.e., to connect with others).
SNSs are, by definition, highly oriented toward the latter; they are online forums in which users with common interests or connections "can gather to share thoughts, comments, and opinions" (Weber, 2009 ).
In addition to communication and collaboration, however, SNSs also facilitate education and information (Safko and Brake, 2009 ), thus satisfying content-related motives. Furthermore, the popular press is rife with accounts of time wasting on Facebook (e.g., Di Cuffia, 2009; Flavelle, 2007) , and the amount of time spent on SNSs has been steadily increasing (Nielsenwire, 2010) . Hence, there very likely is a strong structural component to SNS usage.
These motivations are highly consistent with media uses and gratifications theory (Katz and Foulkes, 1962) . This theory posits that media users are motivated to expose themselves selectively to media based on their needs and gratification-seeking motives. According to media uses and gratifications theory, consumers actively seek out media to satisfy either utilitarian or hedonic needs. For example, they may watch television to be entertained by a film or to be informed by a documentary or newscast. Lull (1980) further categorized these hedonic and utilitarian motives into structural dimensions (i.e., using media to fill empty surroundings by seeking information or entertainment) and relationship-based dimensions (i.e., using media to facilitate interpersonal relationships or communications.
Although developed to explain television viewership, media uses and gratification theory has been applied to studies of Internet usage (Eighmey, 1997; Eighmey and McCord, 1998; Stafford, 2008; Stafford et al., 2004) ; online advertising (Rodgers and Thorson, 2000) ; membership in virtual communities (Dholakia, Bagozzi, and Pearo, 2004) ; mobile advertising (Peters, Amato, and Hollenbeck, 2007) ; and the usage of SNSs (Joinson, 2008 Thus, the latter theory offers a superior theoretical fit for these research objectives.
A number of studies measure effectiveness of online banner advertising (e.g., Burns and Lutz, 2006; Fourquet-Courbet, Courbet, and Vanhuele, 2007; Geissler, Zinkhan, and Watson, 2006; Huang and Lin, 2006; Yaveroglu and Donthu, 2008) and consumer acceptance of online advertisements (e.g., Brackett and Carr, 2001; Rodgers and Chen, 2002; Schlosser et al., 1999; Yang, 2003) . These studies, however, were conducted in the context of more traditional Web sites in which provider content is delivered to users along with third-party advertising. Advertising through SNSs, however, warrants studies specific to this medium for several reasons. First, the explosive growth of SNS 
CoNCEPTUaL RaTIoNaLE aND HYPoTHESES
To understand the factors that influence attitude toward SNA, it is necessary to examine the factors that affect attitudes toward advertising in general. Although the attitude toward a specific advertisement may be influenced by factors such as credibility, ad perceptions, preexisting attitudes toward the sponsor, and the recipient's mood (Lutz, 1985) , attitudes toward advertising in general are more complex.
One study suggests that attitudes toward advertising in general are composed of two dimensions-instrument and institution (Sandage and Leckenby, 1980) . The "instrument" refers to the consumer's evaluation of individual advertisers' methods ; "institution" refers to the social and economic impact of advertising as a whole.
In the context of Internet advertising, a third dimension-"function"-may encompass hedonic motives, social role and image, and product information (Handel, Cowley, and Page, 2007) . Implicit in each of these conceptualizations is an internal cost/benefit analysis on the part of the consumer. If the perceived benefit of the advertising exceeds the perceived cost, the attitude toward advertising will be positive. Conversely, if the consumer perceives that the costs exceed the economic and social benefits of the advertising, the attitude will be negative. (Li, 2007) . This "process motivation" compels users to log into their accounts, for example, in the mornings as part of a structured routine before leaving for work or school, just before leaving for lunch, or after they return home in the afternoon (Peters et al., 2007) . H9:
The effects of (1) informativeness, (2) entertainment, (3) quality of life, (4) structuring time, and (5) privacy concern on attitude toward SNA are stronger for males than for females.
H10: The effects of (1) self-brand congruity, (2) peer influence, and (3) invasiveness on attitude toward SNA are stronger for females than for males.
METHoDoLoGY Sample Selection and Data Collection
The sample frame consisted of residents of a major metropolitan area in the southwestern United States. Potential respondents were identified through the joint efforts of instructors and students in two distinct marketing research classes taught at the largest comprehensive university in the area. Most of these students worked and lived off campus and commuted to campus for their classes. As such, these students had access to a variety of groups, including pre-college (i.e., high school), students, college students, and older individuals who were no longer in school (See Table 1 for sample related demographics). It was hoped that the process of identifying respondents through student contacts would result in a sufficiently large and varied sample.
Each student was asked to provide contact information for 20 to 30 individuals and encouraged to include individuals from a range of age groups (e.g., high school, college, and post-college).
These individuals then were contacted and pre-screened by being asked the following question: "Are you familiar with Table 1 ).
In addition to collecting these demographic data, respondents were asked two questions to assess more accurately their ability to provide meaningful informa- 
RESULTS

Descriptive statistics, correlations, and
Cronbach alphas are presented in Table 2 . Table 4) . (Hu and Bentler, 1999) suggests that any observed age group differences were not due to within-group gender bias (see footnote below Table 4 ).
DISCUSSIoN aND IMPLICaTIoNS
This study yielded important new insights about a topic that interests both theoreticians and practitioners. Specifically, actionable insights into the identity and nature of factors that motivate consumers to ascribe positive attitudes toward SNA were generated. Insights into the identity and nature of factors that lead consumers to ascribe negative attitudes toward SNA also were revealed. Collectively, these results suggested that one prerequisite to more successful SNA execution would be for advertisers to create messages that provide some sort of explicit value to SNS users. And by a wide margin, the value that appeared most likely to be highly regarded by SNS users was entertainment, followed by informative value.
It is worth noting that "entertainment" exhibited almost four times more strength of influence on favorable consumer attitudes toward SNA than the second most influential predictor variable (i.e., "informative"). And when contrasted with the four remaining significant SNA characteristics-"peer influence"; "selfbrand congruity"; "privacy concerns"; privacy, no such differences materialized in this study. These contradictions may be explained as either differences in the SNS environment and the Internet as a whole or it may be that the Internet user profile has evolved over the course of the last decade to a degree that previous research no longer is applicable.
Similarly, although no formal hypotheses addressed age-based differences, post hoc analyses suggested the attitudes of college-age SNS users toward SNA appeared to be more strongly influenced by perceived informativeness. This is an important theoretical contribution: to the knowledge of the researchers, this relationship has not been identified previously.
For practitioners, this also represents an important and actionable insight. College-age SNS users may be more heavily swayed by informational advertising than their older counterparts. Thus, advertisers should consider using information-based appeals when targeting this demographic.
For users younger or older than traditional college age, the perceived entertainment value of SNA appears more likely to be positively received.
LIMITaTIoNS aND FUTURE RESEaRCH
Although the researchers took every available step to ensure methodological rigor, some caveats apply. First, the sample was constrained to the south- These results clearly provide, however, a substantial contribution to the current understanding of the attitudes of younger SNS users toward advertising. Specifically:
• The study introduced a reasonably comprehensive model of the facilitating determinants and inhibiting barriers to acceptance of advertising among users of SNSs.
• This study addressed an academic gap and provided empirical support for applying media uses and gratification theory within the social-media environment.
• The study also offered specifically actionable managerial guidance for advertisers who seek to exploit the everincreasing scope and reach of social media but seek to avoid, in the process, alienating the very customers and prospects they are targeting.
• In addition, this study identified several gender-and age-related differences that can be used by advertisers. 
